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1.! Introduction 
 
At a staggering pace, on a scale never seen before, the world has witnessed China come into 
its own. In the last 20 years, the Chinese economy has exhibited unprecedented growth rates. 
While still in the midst of a major economic growth period, China is now at the forefront of 
becoming a predominant influence in the tourism industry, incentivizing many countries to 
attract Chinese international outbound tourists to their respective countries.  What was once a 
communist autarky has now evolved into the second largest economy in the world, serving as 
the biggest exporter and creditor in our globalized economy. China has long served the 
developed world as a principal source of cheap labor; now it is also the principal source of 
international outbound tourists.  
This paper will examine how China’s rise and growing affluence is bringing change to its 
citizens and whether this is driving a change in how Chinese tourists are perceived abroad. The 
impacts of China’s economic reform have had both intangible and tangible results, as this thesis 
will explain. Along with exploring the influence of a growing Chinese outbound tourism 
industry, it will shed light on the evolution of touristic behavior, as a result of a growing 
industry in China and the receiving ones abroad. Consequently, the rapid growth of this sector 
will provoke repercussions in China and abroad, and by answering this question of changing 
touristic behaviors and flows, the evolving cultural attitudes and its effects on conspicuous 
consumption will become more evident. An emphasis on the general economic reform in China 
(starting mid to late 80s) will inform the reader that tourism- at the time- was part of the state-
run agenda to usher in a new era of consumerism. In order to elaborate on the development of 
consumerism in China and the impact it has had on the tourism industry, we must look inwards 
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into the ‘behavior’ of the consumer, and the ‘industry’ that tourism demands and ultimately the 
cultural implications that it entails. In today’s globalized economy, China’s rising middle class 
has already proven its ability to influence numerous areas of the economy with growing higher 
disposable income. Whether it is strictly limited to spending disposable income abroad (buying 
real estate, interests in high end luxury goods etc.) or the emergence of entirely new industries 
in the making due to this trend in tourism and consumerism.  
It was during this period that traveling was particular only to those with the financial means 
to travel. In tandem with the surge in consumerism, certain shifts in Chinese policy may also 
have had an effect on the cultural determination of the Chinese individual. Moreover, there is 
evidence to suggest that there are aspect of the mentality of the Chinese consumer that are 
leading towards the harmonization of a globalizing world. These are dependent factors, related 
to outbound touristic flows, and are influencing the tourism industry in many foreign countries, 
particularly developed ones. In modern China, the individual is listening to the social and 
cultural trends of the West, and adapting rather than adopting it by molding it into its own new 
creation.  
The notion of consumership abroad as a venture for tourists to spend their disposable 
income on products that they can just as well buy at home will be addressed. This will provide 
an understanding of the outbound tourists’ affinity with spending for reasons of prestige and 
will connect the experiences that destination countries have with incoming Chinese tourists 
and the way Chinese outbound tourists take advantage of foreign markets. This is further 
exemplified in the way certain countries will adapt their own tourist industries to be able to 
accommodate more Chinese tourists, catering progressively to their needs. The Chinese 
international outbound tourist is now a force worth reckoning with in the West, as with the rest 
of the world. This begs the question: Is China altering the world’s tourism flows and are these 
flows positively received by destination countries?  
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2.!The Reform Years 
 
In order to gain an understanding on both the role of the central government of the People’s 
Republic of China, and the role of the citizen, this chapter will explain how important the 
reform years were for China’s political and economic growth and its transition into the modern 
consumerist era. This transition paved the way for millions of Chinese people to be able to 
travel abroad. From the example of how society was repressed during Mao Zedong’s regime 
to the position that Deng Xiaoping took upon his arrival in office, the following paragraphs 
will provide the layout for understanding the evolution of a regime designed to make an impact 
on international outbound tourism. Furthermore, specific policy changes will be exemplified 
to address the direction of touristic flows.  
 
Embracing Change After Mao 
 
After the death of Chairman Mao Zedong in 1978, the Chinese Communist Party deemed it 
necessary to push the country into a modernization plan, while incrementally granting more 
freedom to the individual. Mao was a skeptical proponent of the modernization of China, his 
efforts to keep the population under control were successful and deemed necessary as a means 
for purging Chinese society and ridding it of all negative influence. To him, this was a catharsis: 
disposing of the old habits and intellect, and inject an idea of agrarian utopia alongside the 
notion of family planning. Undercutting tradition and build anew.  At the height of this 
movement, during the Cultural Revolution (1966–1976), monotony and compliance withheld 
Chinese citizens from pursuing personal materialistic needs. As with any planned economy, 
there were shortages in the economy and demand was governed by command.  Chinese citizens 
were collectively clad in blue and green Mao uniforms, a telling and tangible example of how 
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uninterested Mao was in the welfare of China’s citizens, and more to the point, of how citizens 
barely had a voice. In today’s China, Mao would certainly have been shocked to see Chinese 
citizens of different ages dressing up in fashionable and even challenging styles, putting the 
emphasis on the uniqueness of the self (Fang, 2002).  
The most influential personality during the reform period was the pragmatic leader and 
Mao Zedong’s successor, Deng Xiaoping. Widely considered the primary architect of China’s 
shift, he envisioned a modern China that could compete with other economies down the road. 
Albeit still a communist state, it was now developing with capitalist mechanisms. Converting 
to a market economy brought substantial foreign direct investment to China’s special economic 
zones, which are still testaments to a positive embrace of globalization. This period in time was 
considered a catalyst for the narrative of the Chinese political economy- it allowed for the 
younger leadership of the communist party to redirect the country on a path that would see 
huge payoffs a generation down the road. By the late 1980s, the demand for tourism growth 
could no longer be ignored, and by 1987, the first ‘national conference on domestic tourism’ 
was held in Tianjin (Arlt, 2006). This was the first approach towards a role between domestic 
tourism and regional development. This was the beginning of wealth spreading throughout 
other parts of China that could greatly benefit from these investments. 
The result of this shift brought together the collective push towards increasing 
affluence, freedom, more foreign influence and with that, tourism. 
 
 
 
 
 
 
 
 
Blueprint of China’s Outbound Tourism 
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In 2013, 97 million Chinese tourists travelled abroad, up 14 million from 2012. As displayed 
in Table 1 (Choong, 2014)1, the adjusted compound annual growth rate2 (CAGR) of the number 
of tourists expected for China, between 2014 and 2020 is around 11%. Additionally, well over 
109 million trips overseas have been made in 2014. How did China manage to mobilize such 
a large portion of international travelers so quickly? As the following paragraphs will point 
out, the answer can be found by combining economic, political and sociological factors and 
using them as a prism through which we can pinpoint aspects from the reform period that were 
influential to tourism’s rise.  
The advantages for China evolving into a market economy led to the affiliation that 
consumer society is what was needed to turn the economy into a services based one. The 
transition from a planned economy towards a market economy, proved to be the most 
influential shift, in ways that echoed across the entire country and has now solidified the notion 
of China’s outbound tourism industry. With the initial push for more exposure to the world 
within its society, the Chinese government has left most of its devices and policies to its own 
                                               
1 Table 1. Expected growth in outbound tourism from 2014 to 2020 (Choong, 2014).  
 
2 The CAGR is a yea-over-year growth rate of an investment over a specific period of time. It 
is a simplification of trends and investment in a given period of time. 
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mobilizing and modernizing civilians, determined in a quest for recognition and emergence. 
The role that the government plays is still an important one; the state is responsible for a number 
of policy pushes that have resulted in a more coherent approach towards foreign direct 
investment, and in ushering in the consumer mentality. These pushes were deemed necessary 
for the transition of China from ‘factory of the world’ to the largest consumer of goods and 
services in the world. China’s story is a classic one of economic development: investments in 
infrastructure and education make a society more productive and are combined with a 
mobilization of people from farm and villages to factories and cities.  
 The main points that the PRC addressed in its reform period leading to consumer 
emancipation that were integral include; an open-door policy, through which the outbound 
tourism industry grew from nothing, mainly citizens visiting their relatives and friends in Hong 
Kong (Xie, 227). The initial push for exposure was largely triggered by the burgeoning of a 
range of provisional matters through which a citizen could travel abroad in according with what 
was required by the administration. From there the barriers to leaving the country were 
constantly evolving, and can be divided into different waves of travel.  From the late 80s until 
1996, visits were mainly characterized by visiting friends and relatives (VFR travel) located 
along the periphery of China (Xie, 227). This was the context through which the government 
could approve and organize tourism. The VFR policy expanded to countries such as Singapore, 
Malaysia, Thailand and the Philippines under the pretext that overseas relatives would shoulder 
the expenses of travel (Xie, 227). This also helped China establish the connection of border 
travel which established the framework for the next phase of outbound travel; the period of 
outbound tourism growth. This stage engendered a wave of financially capable travelers to 
leave the country and was a direct result of the country opening itself up to international trade 
and business. Eventually, the VFR policy was scrapped for most countries and a more mature 
international outbound tourism market was formed. As Xie mentions, “The development of the 
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outbound travel market is characterized by the transition from travel to Hong Kong and Macao 
to travel to border areas and finally to travel to foreign countries; the loosening of related 
policies; and the evolution of the purpose of outbound travel from VFR travel to business travel 
and then to sightseeing and leisure travel”.  
The mechanisms of China’s budding tourist industry, in which the term industry seems to 
have only recently taken a spot at the forefront of government agenda, was a result of this 
transition from VFR travel to the creation of a market. As Yan points out in ‘The 
Individualization of Chinese Society’, the mechanism of the political-economic structure that 
paved the way for an increase in consumer culture in China was planned, and tourism came 
more as a result rather than a planned process. As it were, the simplicity with the undertaking 
did not reflect lackluster policymaking more so than it proved how poised the government was 
in understanding the needs of an economically growing country. This movement was reported 
on March 15, 1999 by China Youth Daily and signaled a number of changes undertaken by the 
state intended to stimulate mass consumption.  Yan notes that for consumption, from this point 
on in the late 1990s, allowed for personal loans to be considered as ‘normalized’, and that the 
People’s Bank of China had issued a directive to initiate this shift. This intentionally brought 
down the minimum amount required for down payments, which further paved the way for  and 
allowed for access to consumer durables, education, and even tourism. Outbound tourism has 
thus been influenced by political, economic and social factors in China. Its early stages saw the 
controlled flows of citizens towards a limited number of approved destinations and a scheme 
to gradually open up the number of outbound destinations alongside the acceleration of the 
approved destination status (ADS). From there, the Chinese central government could initiate 
policy agreements with destination governments. Based on the ADS system, the State Council 
of China had the ability to maneuver quickly by issuing more approved destinations through 
bilateral agreements between countries (Xie, 228). The number of ADS’ approved increased 
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tenfold in the following years, with 37 European countries being approved between 2002 and 
2007. By 2007, 100 ADS agreements had been accorded.  What is more, the ADS system does 
not require Chinese citizens to seek out the respective countries’ consulates to do the 
paperwork. Furthermore, they only have to visit their designated travels agencies directly. 
The Chinese state used its momentum from the reform period to create a liberal incentive 
for the independent traveler- or the package tourist- as a source of economic wealth for foreign 
countries (spending their money abroad) and in a subtle way, diplomacy. Here, it is essential 
to gain an understanding of the connection between domestic consumerism and tourist 
experiences as they are inherent to the economic capabilities of China’s rise.  
 
Fostering The Needs of Tourism Consumption 
 
The need for services also brought with it the need to cater to the future aspirations of the 
Chinese leadership and citizens alike. Economic reforms in China’s urban retail sector and the 
impact of these changes have had notable effects on store organization, retail workers, and 
urban consumers (Hanser, 2008). China has shifted from a shortage-plagued distribution 
system of its planned economy to a market system straining under an explosion of goods now 
sold in a diverse and expanding range of retail settings. Newly plentiful goods were available 
with increased trade, and new sets of cultural meanings come to light.  
Through the stimulation for mass consumption in the late 1990s, tourism marketing 
was considered a major launch of state-run propaganda aimed at lifting society to a more 
modern form of consumption; undermining the element of uniformity that has ruled the 
mentality of Chinese society in its pre-modern form. This was coined by the Chinese idiom 
‘Jieqian Yuanmeng’ (borrowing money to realize one’s dream), allowing for an expansion of 
the domestic market for tourism and invariably the concept of broadening one’s horizons. This 
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highlights the claim that Chinese society went from mass consumption to a country focused on 
consumerism by pandering to the individual. China quickly went on to assert itself within the 
global economy, becoming the world’s largest exporting country and a major trading bloc in 
the span of a decade. With the average growth rate of 10% per year, it hastily became the 
largest creditor in the world. 
With China’s growth, as with any developing country, once the middle class has nestled 
itself comfortably in society and garnered a voice for itself, wages and living standards rise. 
With living standards around China on the rise, and with the abundance of goods and services, 
consumer behavior is steadily becoming synchronized with that of developed Western 
countries. Since China is now a member of the World Trade Organization3, international trade 
plays a massive role in the movement of goods and services. It also means that China’s 
adherence to the world economy requires deeper integration into it. According to Shan and 
Wilson, there is a temporal relationship between international trade and tourism. Their 
empirical analysis drew upon the correlation between international trade and international 
travel in the following ways: the tourism industry affects economic growth in a number of 
ways. Principally, it is one of the main sources of foreign exchange earnings for many countries 
(McKinnon, 1964), it is also considered an income generator for the host economy and can 
stimulate the investment necessary to finance growth in other sectors predominantly in the 
tertiary one.  
With this transition, the personal expression of feelings and opinions became much 
more accepted than before. There is a tendency for becoming unique, for looking like no one 
else. Such a strategy of differentiation comes as a result of the society’s current obsession with 
branding and image promotion. Hairstyling and clothing are also a means of differentiation and 
                                               
3 China was admitted to the WTO in 2001(WTO). 
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a way to assert one’s unique personality (Fang & Faure, 202). This is the heart of the notion of 
Chinese consumership gets its nature from; the process of individuation.  
Lately, the symbolic strength that Western firms represented for Chinese society has 
been surpassed by their ability to compete against these Western firms in today’s economy. 
China’s entry into the World Trade Organization reinforces the notion that they were quick to 
align themselves with Western branding and capitalist ideals. This narrative carried undertones 
of Western consumer dependence, but has in recent years been overturned by the considerable 
growth of Chinese brands that have the clout to counter Western influence. The sports brand, 
Li Ning, is a clear and conscious rival of the American sports brand Nike. While Nike is still 
popular in China, Li Ning has yet to breach foreign markets. Another example is Huawei, a 
producer of telecom equipment which in less than 10 years became very strong competitor to 
western industry giants such as Cisco, Ericsson and Alcatel-Lucent in many countries. 
 
We can draw parallels between the modernization of the West and the world’s appeal to 
witness and experience the emergence of China. However, is this comparison between the West 
and the current trend of Chinese outbound tourist applicable? What of the comparison with 
European tourists? Since it is happening much faster in China, speed is perhaps the most 
important factor in the upswing of the Chinese outbound tourist industry, and the same is 
happening to their own domestic tourist industry. In 1990, this growth in tourism was hard to 
predict. By the mid-2000s Chinese people were fast learning and catching up.  As it became a 
pertinent topic in Chinese society, tourism laws have begun to come into effect. One such law 
entails the principle of consumer protection and the encouraging of touristic manners abroad. 
There is a lot of internal criticism towards the Chinese tourist as explicitly demonstrating ill-
mannered behavior. One notable example of this being the recent international scandal of a 15-
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year-old Chinese boy who carved his name onto the wall of an ancient Egyptian tomb, causing 
public outcry. 
 This is being addressed by the government; not to counteract the growth of tourism, but to 
preserve it. For the government; stating that tourists should consider themselves as 
ambassadors of China was of primary concern should the image of China be tarnished in 
foreign countries. For the government, this is an important issue, especially for the individuals 
who are leaving the country for the first time, their ethical compass differs greatly from that of 
established wealthy tourists as will be explained in further detail in Chapter 3.  
 
3.!Domestic and International Tourism 
The economic and financial approach to use inbound tourism from western countries as the 
export of scenic spots, earning foreign exchange more quickly than the export of goods brought 
a sense that Chinese officials could take advantage of the tourism climate at home and abroad. 
By doing so, they ultimately nudged their way to the forefront of the industry. Macau is a 
former Portuguese colony and became a special administrative region of the PRC by late 
1999.Annually, Macau receives 17 million visitors. Compared to 800,000 in 1999, there has 
been a massive influx of Chinese tourists into the area [insert CAGR]. Macau is known for 
sizeable gambling revenues, normally averaging around $12 billion, double the annual return 
made in Las Vegas (Boehler, 2015). However, as Boehler’s article pointed out, a recent 
crackdown on uprooting corruption in Macau has discouraged citizens to visit this destination 
as frequently as they once did. As a result President Xi Jinping has indirectly pressured casino 
operators to shift towards tapping the mass gambling market, trying to attract middle-class 
clients. He did this by tackling the corruption that has gripped the booming city.  
Thus, Macau is investing heavily into the outbound tourism boom emanating from 
China, with an estimated $20 billion in investments planned over the next few years. For the 
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local Macanese inhabitants, there is much to praise about the influx of tourists, justifying that 
Macau’s economy will continue to prosper until into the future and that there will be enough 
service jobs available to cater to this influx of tourists. The unemployment rate in Macau has 
remained low and unaffected so long as more tourists came to visit. An interesting counterpoint 
to this example is the effects that Chinese tourists are having on the cultural identity of Macau 
itself; by turning Macau into an entertainment hub, what will happen when it is only known for 
its casinos?  
In the 1990s, the concept of the Chinese individual did not permeate through the rank 
and file of everyday Chinese people. There was no sense of having to prove one’s individuality, 
since the need for people to act in their own interest and discovering their own passions and 
hobbies, did not have much meaning in the greater context of society. There was still very 
much the notion of uniformity amidst the hustle and bustle of an industrializing country. The 
progression of China’s tourism industry arose with the notion of economic growth and 
development. Before the need for outbound leisure, it was not common for people in China to 
experience their own country for touristic purposes. According to Dong and Tian, Chinese 
civilians’ dreams entailed fantasized freedom in many forms, such as the concept of the 
Chinese body (shen ti), or the projection of the individual image as being freed by Western 
brands. He uses the example of athletic prowess due to the enhance performance that Western 
branded goods can ‘guarantee’, transformed Chinese athletes into freely moving bodies. Such 
dreams highlighted having “fast, spontaneous fun, involving continual rapid decisions, made 
on the spot”. The action-oriented bodily movements associated with Western branded goods 
are perhaps reflective of a broader sense of a freely moving self. This self is experienced from 
a socio- historical perspective in which Chinese individuals were restricted to particular 
geographical regions and where travel outside domestic boundaries was limited. Dreams of 
traveling freely within and outside China were common. Notably, China’s domestic tourism 
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industry was spawned following gaige kaifang as part of government initiatives to stimulate 
domestic consumption (Dong and Tian, 2011).  
According to Nyiri, China has made leaps in developing a mature tourist economy internally. 
He considers this an essential clue to understanding “the mechanisms by which the Chinese 
state has so successfully maintained its authority to represent and interpret Chinese culture.” 
(Nyiri, 2006) Furthermore, he claims that the Chinese cultural representations have remained 
congruent despite capitalist competition and opening up of information and discussion space 
available to citizens. Nyiri makes a point with reference to the reality of the Chinese state 
oversight; “Cultural control has arguably increased, not decreased, with capitalist competition 
and increasing flows of information”. According to Goodman, the notion of class is a 
transferrable one; Chinese tourism refers to understanding the socio-economic ambitions of an 
aspirational, commercially productive, and property-driven group, explained as the Chinese 
‘middle-class’. The middle class especially, has been credited with having the most positive 
effect of tourism industry on economic growth” (Qasenivalu 2008). Furthermore, this growth 
of the middle class considerably reduced the state’s insecurities of economic prowess in the 
form of creating a broad and intellectual consumer base for the years to come.  This shift in 
policy proved early on that the benefits of expanding this industry is yielding rewards in terms 
of economic prowess and its connection to the middle class in China (Goodman, 2008). It is 
during this period in time that we notice the individualization of society, and the beginning of 
China’s global force. Behind this individualization is a mechanism of political and economic 
willpower determined by a top-down power structure intended to influence several aspects of 
Chinese society. As mentioned previously, this movement was bolstered by state-run 
propaganda and was only enabled by the people’s interest in experiencing the world. While 
Chinese travel has yielded both direct and indirect results in global competition, buying power 
and status, Dong and Tian consider “the consumption of foreign brands to be the symbolic act 
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of crossing the boundary between home and wider world gives rise to fantasies of a more literal 
boundary crossing, and also to an experientially freer self”. This symbolic rise of individualism 
and authenticity represents how fitting the consumer culture has become in Chinese society, 
not only as reality but also as a form of fantasized freedom. “McDonalds [together with KFC, 
were the first American fast food outlets on Tiananmen Square, opening in the late 1980s and 
early 1990s, they were] seen as the gateway of the world and this view of Western brands as 
delivering freedom emerged as the backdrop of uniformity that characterized the early years 
following reform” (Dong and Tian, 2011). Together, McDonald’s and Kentucky Fried Chicken 
comprise almost half of the fast food market share in China, bringing elements of local culture 
to their menus and in some cities ensuring round the clock service.  
The most popular destinations for Chinese outbound tourists are Macau and Hong Kong as 
mentioned earlier, followed by the countries in China’s periphery. The most accessible 
destinations not within the periphery, according to a popular Chinese tourism website, are New 
Zealand ranks number one on the list of top destinations not in Asia, followed by the United 
States, Canada, Australia, Italy, United Kingdom and France (Arlt, 2006). In light of their 
consumer habits, there are two standout countries that are worth exploring further in the context 
of consumership. France, being the biggest receiver of tourists in the world, by a wide margin, 
appeals very much to the Chinese tourist. As we will explore in Chapter 5, it panders to many 
desires that arose with the newly rich. It is a country synonymous with authenticity, food, 
culture and romance, making it also prime destination for weddings or honeymoons. It has 
iconic monuments that have been reproduced more than once in China itself. 
Thus, the Chinese consumer is now empowered, and contributes to a new cultivation of 
class, instigated as a political project, “as an economic reaction to changing circumstances, 
[the] unmanaged historical trajectory [was] determined by the rise of capital [and helped steer 
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the country in a direction that mirrors that of West]. The formation of class is thus the appeal 
to aesthetic; characterized by activity and performance.” (Goodman, 2008) While Goodman 
explains that the middle class is the consequence of central planning and strategic Chinese 
policy-making, he maintains that the management of Chinese identity was equally important: 
it was campaigned through the deployment of taste structures which according to Goodman 
“return a bounded middle class sensibility that refuses the vertical bleeding of class and 
experience from the immediate point to the aspirational present.”  This sentence aims to explain 
that the transition in Chinese society was made so rapidly due to the aspirational nature of 
upwards mobility in society, that the central government had to guide its citizens into 
developing the need for consumption in an independent way. In essence, the Chinese are 
seeking “a nationally accepted version of international experience”. Dana Thomas does a great 
job explaining the rise of consumer uniformity, specifically towards the Chinese habits that 
sponsorship of cultural events and the promotion of luxury goods in association with cultural 
sites is becoming a high-profile strategy for luxury goods firms in China’s world cities 
(Thomas, 2007). Moreover, she says “placing luxury goods brands in commercial-cultural 
spaces seeks to re-differentiate the luxury object from the so-called democratization of designer 
brands, which has characterized world city consumerism since the late twentieth century.” 
There is a contrast, however, as mentioned in Gerth’s book; China is dealing with its own form 
of economic consumerism. The backdrop for this particular analysis; Macau, along with Hong 
Kong, are outside Mainland China, and still considered special autonomous zones. They are 
the most common destinations for business and leisure travelers. “These two cities, right on 
Mainland China’s doorstep, are considered the first cities where Chinese tourists have sought 
such experiences. Claiming that they are the incubators for newly globe-trotting Chinese 
travelers […] taking their first tentative steps outside the mainland.”  
Cultural elitism underpinned by global travel is diminished as access to information becomes 
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widely available (Dong and Tian, 2011). Discussed more in detail in Gerth’s consumerist 
overview of the past two decades in China, the habits and trends with regards to their 
materialistic needs are now set in stone by the increasing needs for access to retail.  Retail is a 
key driver in common Chinese culture nowadays, as it is certainly pervasive as it is abroad. It 
is a simple form of trading which is what the Chinese have always been familiar with. US 
retailing, however, where the notion of scarcity becomes blurred by massive retail enterprises, 
is a more recent trend in China “Never worrying about the availability or the need to haggle 
over prices [due to the fact that] retailing is changing the way Chinese see the world. The idea 
that one could walk into a Walmart to find it was out of toilet paper […] becomes unthinkable” 
(Gerth, 2010). While it is important to acknowledge that this consumer behavior is 
predominantly what put the Chinese middle class in a serious light, the point of view of Gerth 
is that this adoption of capitalist norms is ironic, and that in its continued practice could 
eventually lead to uniformity of their society, in tandem with the West. The topic of food is 
brought forth in his book, explaining the importance and the differences within Chinese 
society; there was a time when those who could afford to eat meat were the ones who divided 
China by economic class (Gerth, 2010). This basic example emphasized the significance of 
mobility in Chinese society. There is an abundance of food prevalent in modern-day China. 
 
4.!The Chinese Traveler 
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China has become the world’s largest outbound tourism market, according to the CNTA. As 
Table 2 (Choong, 2014)4 shows, the total number of outbound trips as a percentage of total 
households is expected to rise by 13,4% between 2014 and 2020. Moreover, households 
earning more than US$10,000 a year comprise 90% of all outbound travel coming from China. 
 
Chinese travelers are now the top source of tourism cash in the world, spending approximately 
€129 billion in 2013, 26% more than in 2012. This is taking into account the total number of 
expenses and the variations of per capita disposable incomes. This chapter will attempt to 
answer whether there is a direct consequence of the domestic behavior and whether it is 
inherent to the tourism industry. Here, address destination marketing and international 
destination branding, customer loyalty and behavioral and psychographic profiles of leisure 
travelers will be explained. This will give us a lever to understand how consumer culture and 
behavior in China is changing touristic behavior abroad and why it is affecting their destination 
countries.  
In addition to this, Chen et al., in their journal of tourism research, focus heavily on the 
                                               
4 Table  2: total number of outbound travel by Chinese (in millions) and total percentage of 
trips as percentage of total households (Choong, 2014) 
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subjective happiness of the Chinese tourist; being able to enjoy more time spent on vacations 
than ever before. The Chinese are entitled to 11 days of vacation, taking about 2.13 vacations 
per year and 4.96 days per trip on average. In the 1990s, Chinese had no understanding of what 
to expect from the Western part of Europe. Nowadays the Chinese traveler has extensive access 
to information about their destinations. In fact, the most relevant sources of information come 
from user-generated content. Bloggers are actually more popular than the advertisements that 
citizens are exposed to. The sponsored reviews on destinations websites are considered 
propaganda (Arlt, 2003). According to some, there is the aspect that foreign cities are cleaner, 
making them extremely desirable to visit. The blue skies are part of the main attraction “to be 
in a big city and still breathe” (Arlt, 2006). These are trends among newly young Chinese for 
whom social media is important.  They rely on blogs to give them information on a number of 
things. These blogs are influential in shaping their desire to have new experiences and in turn 
share these experiences. For example, a famous travel blogger went to Cambridge, and 
triggered a whole wave of Chinese tourists to visit that specific location because he said that it 
was worth visiting. In this way, technology is becoming a compelling medium to convey 
desires amongst outbound tourists. Through mobile devices, they are able to do research, book 
their travel and share their experiences through social media. Their idea of traveling is not 
always about leisure, but also about education. This new form of communication on the internet 
has granted the younger generation a sense of confidence that is recognized by tourism 
marketing around the world and contributes to the image of a self-assured traveler.  
 
The Package Tourist 
 
 
The traveling trend in Chinese outbound tourism can differentiate between two profiles of 
tourists; the package tourist, and the independent traveler. The package tourist is the more 
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traditional form. Coming from smaller cities, these first-time travelers are price sensitive and 
are not going out of their way to have the best quality tourism at their disposal, rather, they are 
seeking exposure to foreign cultures more and more. On top of this, the package tourist is not 
a new concept, least of all in developed countries. For New Yorker journalist Evan Osnos, who 
inserted himself with a package tour group traveling throughout Europe, the experience was 
very much like that of being inside of a bubble. There had been an abundance of Chinese food 
for the duration of the trip, catering to the groups’ homesick needs. Consisting of as many as 
38 members ranging from 6 years old to 70, the article does well in explaining how the group 
perceives the cultural heritage sites of Western Europe. The Grand Tour, as it was christened, 
is considered a staple for Chinese tourism. The most striking aspect of the article isn’t the 
enthusiasm of witnessing Europe, its more the familiarity with the sites that they have 
witnessed back home. In other words, they are familiar with the knock-off cultural sites that 
are prevalent in China. Osnos, when asking a fellow tour member what she thought about the 
Seine river in Paris, was answered with “it doesn’t look all that different from the Huangpu” 
going so far as to say that when it comes to urban infrastructure, China is comparable to Europe. 
Of course, this type of reflection is not unique for Chinese tourists, Westerners use this 
comparison too as a benchmark to cope with what they are unfamiliar with, yet Osnos’s  
conclusions rely on the notion that the similarities are growing fast, and that the main 
contrasting feature nowadays isn’t the culture difference (in terms of capitalism) but more the 
aesthetic subtleties, such as pollution difference. The Chinese tourists on the Grand Tour were 
impressed by the ‘truly clean air’ (Osnos, 2011). One striking aspect to the package deal 
characterization is the fact that they are not exclusively traveling to imbibe culture and history. 
One very important goal for them is to state that they ‘were there’ to their counterparts back in 
China. However, the bragging rights that come with package group deals is diminishing. It is 
no longer considered enough to impress those back home. Since Chinese outbound tourism is 
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predominantly about gaining face and pride, they are no longer at the mercy of the tour guide. 
 
The Independent Traveler 
 
 
The second type of outbound tourist is the individual; this is a person from a first-tier city (one 
with higher living standards, comparable to Shanghai or Beijing, for example). This class of 
tourist represents the elite; they have visited London, Paris and New York, been on the Eiffel 
Tower, and have visited the Houses of Parliament. Instead their focus turns more towards 
exotic destinations, such as New Zealand or remote locations in Africa, more isolated from the 
masses. Here we can grasp the notion of the individual tourist. In numbers, 70% of Chinese 
outbound tourists are spending their money on package deals, while around 30% percent are 
taking individual trips (Arlt, 2006). In terms of spending at their destinations, it is 
approximately 50-50 between the two groups. The reason for this is that individual tourists are 
spending more money per person and on a more diverse range of goods and services and yet 
the package tours bring the expenses to their destination in larger numbers. Proportionally, 
these two groups only represent the top 10% of Chinese society (Gerth, 2012). Yet, by 2020, 1 
out of 7 international travelers will be Chinese and their destinations will be just as far reaching 
as any world traveler’s (Arlt, 2006). These tourists care very much about gaining an 
understanding of local culture, given the little amount of time that they have at their disposal. 
The more experienced and sophisticated travelers are no longer perceived as Chinese tourists. 
There is a residing image of Chinese tourists being loud and uninterested, however this pertains 
mainly towards the package deal tourists. It should be noted that this is ongoing, but that the 
progression from package sightseeing tourism to individual experiences is evolving and is 
important for destination countries to assess their own policies towards outbound Chinese 
tourists.  
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5.!Tourism Consequences and Implications 
 
As mentioned in Chapters 3 and 4, Chinese outbound tourists have developed taste structures 
for themselves that create value, which is reflected in their behavior. Perhaps the strongest 
appeal for the outbound consumer is the allure of brands. The result is a blend of luxury goods 
obsession for the elite and a fixation to own in order to be acknowledged. This is coined as 
economic nationalism, in which the government and the state are responsible for pushing 
brands out into society rather than leaving it entirely to the marketplace (Gerth, 2011). With 
the need for uniqueness, the Chinese are drawn to prestigious brands they seek out abroad and 
this amplifies their need to pursue such desires in great numbers and reflects the evolution of 
their consumer tastes; they seek to avoid counterfeit brands, since this would not reflect their 
wealth and stature at home.  High-end French luxury brands, such as Louis Vuitton and Chanel, 
are revered by the Chinese travelling elite and Luxury brand boutiques in China generate less 
revenue than shops abroad. Luxury brands have benefitted from destination countries like 
France and England because that is where the Chinese observe the real appeal of such brands 
and the profile of the luxury brand customer. This has reinforced the brand and increased in 
popularity due to its domestic appeal and relatively better prices compared to the home market 
in China.  
 
Figure 3 (Choong, 2014)5 is based on the consensus of destinations that outbound travelers 
from Asia aspire to visit the most. Paris is the leading city in this case, and one of the reasons 
behind this is allure to aesthetic pleasure and brand shopping. One of the most reputable brand 
                                               
5 Table 3. Destination wish list as percentage of outbound tourist preference, from developed 
Asian economies and developing ones (Choong, 2014) 
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names to come from France has its flagship store in Paris. Louis Vuitton’s growth exemplifies 
the influence that the Chinese outbound consumer has had on it. It demonstrates that some 
Chinese  
 
 
tour groups travel to France solely for luxury shopping. “Sometimes one Chinese tourist will 
buy up to 20 Louis Vuitton bags at one shop” (Fung, 2013). As mentioned previously, the main 
factors for indulging in such consumer behavior abroad concern higher luxury taxes in China, 
better selection abroad and more show off value (Fung, 2013). As mentioned by Fung, the 
luxury taxes China importing products into the country range from 20% for luxury goods to 
50% for cosmetics. These taxes all lead to a significant premium; Shanghai’s Louis Vuitton 
store will sell products priced around 35% higher than in Paris. According to Louis Vuitton, 
products found in retail are found all over the world, in all of their stores. Only the quantity 
sold in China is less due to the higher demand for it by Chinese customers abroad. 
 Interestingly, Louis Vuitton is one of the most popular brands for Chinese consumers, 
and it is also a popular destination. Increasing Chinese demand, merged with purchasing limits 
and the high luxury tax at home, is leading towards the growth of a large gray market for LV 
products. “Managers at LV’s Galeries Lafayette location were recently dismayed to learn that 
the two young Chinese women who held the top two spots on their VIP list, each spending 
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more than €500,000 (US$700,000) per year, were selling them at a profit on Taobao.com, 
China’s version of eBay” (Fung, 2013). 
Since Chinese consumers regard expensive consumer goods as an extension of personal 
identity and a sign of success, they like to show off their possessions in public and within their 
circle of society. Furthermore, luxury consumers are choosing to do their shopping abroad 
because it strengthens their image and this is cheaper abroad, are the origin of the good, rather  
than in China, where heavy import duties are applied on imported goods. Chinese tourists on 
average will purchase US$1,359 of goods per trip that they make, according to PATA (Pacific 
Asia Travel Association), This number is still on the rise, but they are already spending more 
than any other nationality. With the influx of young money into destination economies, the 
Chinese millionaires of today do not hold back on luxury goods spending. While Chinese 
tourists spend on more money abroad than most other countries’ tourists do, the government 
will have to exploit new areas to channel outbound tourists’ spending flows and capitalize on 
it. 
Another popular destination is South Korea, a country in its proximity that has 
culturally much more influence on China than the other way around. South Korea is interesting 
to look into for its immense influence across Asia. South Korea is a major producer of cars, 
consumer electronics and has created an impact on Chinese culture via television shows such 
as soap operas featured on Korean television and skin care brands promoting the skin mask 
product have made a huge impact on the Chinese consumers, notably via e-commerce. This is 
another factor why it is a popular destination. 2014 saw a growth of 30% from 2013 in number 
of visitors; South Korea is taking Chinese outbound tourism growth seriously (CITM, 2014) 
When it comes to long distance travel, however (thus, not within China’s periphery), 
the motivations for traveling are not purely recreational. This is a part of the consumption 
pattern. For the Chinese, one must have travel experience, competing with the ones in their 
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social group. Thus, it is a lot about investing time and money in showing that they are part of 
the world traveler status, depending on which level of society they emanate from. Another 
cause of concern for the Chinese tourist is that they do not want to subject themselves to 
international embarrassment. For instance, when it comes to skiing, most Chinese people learn 
how to do it inside China since they don’t want to be seen as amateurs on the European slopes. 
One notable example is the recent international scandal resulting from a 15-year-old Chinese 
boy’s carving of his name into the wall of an ancient Egyptian tomb, causing public outcry. 
It is now easier for Chinese tourists to obtain visas as countries remove their restrictions. 
The barriers to entry for Chinese tourist will reduce significantly. This will create a domino 
effect (Arlt, 2006). Destinations will make requirements easier and countries will accept visa 
waiver policies. Principally motivated by economic reasons, these changes in policy will make 
it more appealing for Chinese tourists to travel the globe (Arlt, 2006).  
One of the primary concerns of the Chinese tourist is security; Interestingly, this makes 
Iran an attractive destination, due to the amount of government control. A similar example is 
Venezuela, where there is a strong government control. For them this translates into security. 
In other words, in China, in order to become someone of importance, one must look to the 
countries outside of the “middle kingdom’s” borders and process in the experiences that they 
have accumulated as outbound tourists.  
 
 
6.!Conclusion 
 
 
We have seen a fast international expansion of China’s outbound tourism, as we have also seen 
that the Chinese outbound tourist is a consumer bringing back experiences and impressions. 
The first major groups of tourists making their way out of the mainland found themselves on 
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China’s doorstep. At the beginning of their international treks, these were the first short-haul 
tourists, visiting locations like Hong Kong and Macau. Eventually, their routes were quickly 
expanded to long haul destinations, most popularly to Western Europe, or the most developed 
country on each continent. These outbound tourists were dubbed the ‘package’ tourists, abiding 
to preplanned itineraries and looking for an experience, not principally to imbibe the local 
mannerisms nor the cultures, to merely document their trip as thoroughly possible and to share 
these anecdotes with relatives back home. Purposefully meant to be shuttled around and see as 
much as possible within the limited amount of time that they are exposed to in foreign 
countries. The other typical tourist is perhaps the more important one; The individual traveler 
is well educated, not necessarily from the elite of society, but well established stemming from 
cosmopolitan and urbanized regions in China. With the share of outbound individual tourists 
having been influenced by shifts in China’s travel policies, their realization into the outbound 
tourist markets’ potential and with the additional incentives to travel, international outbound 
tourism took to rapid development with increasing certainty. The quickly accumulated 
concentration of building the industry brought with it vast potential for a massive market. This 
in turn spurred on a culmination of consumer interest and a governmental push for its citizens 
to gain exposure.  
As mentioned in this thesis, the economic ramifications of China’s venture into the world 
of outbound tourism, not solely as a consequence of state-led policies but also as an internal 
device of understanding individuation, has led it into the foray of consumerism with a 
momentum that many countries throughout the world understand that there is a massive market 
that can be tapped. And while this understanding of the Chinese tourist is still developing, it 
has proven to be a substantial factor for any country linked to global economy, thus it is 
important to most countries. Since the Chinese tourist spending is high abroad, it will be 
interesting to see the how innovative destination countries in Western Europe will start finding 
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new spending outlets for outbound Chinese. As a result of pocketing tourists’ income, 
destinations are welcoming more travelers every year. As China’s outbound market continues 
to expand, destination countries must be able to adapt. Macau’s trust in Chinese tourists was 
an example of how tourists’ spending habits could potentially blind it from anticipating that 
other countries in the region are striving to garner much spending power from Chinese tourists 
as well. The proportions of China’s outbound tourism market pertain to the vast number of 
travelers emanating from China, bringing with them capital to foreign countries, but also 
bringing with them consumption preferences. The quality of touristic products such as 
packaged and individual tours is becoming more valued, with in-depth tours replacing 
sightseeing tours and an increase in the level of free travel. It is increasingly apparent that the 
continuing growth of China’s tourism industry will maintain strong flows of individual 
preferences, societal trends and prestige consumptive behavior. However, in terms of tourist 
behavior, the tourist is becoming more structured and guided in its adherence to Western 
‘social’ standards. By using more social media, the role of the internet will have an 
unmistakable impact on gathering information and booking trips. As mentioned in chapter 4, 
the individual feedback that a Chinese tourist can share his or her experiences is a stark contrast 
from the depiction of uniformity in Mao Zedong’s period.  And it is also a testament to the 
effectiveness of globalization, since the outbound tourism and its appeal to Western standards 
can bring about major reactions from the PRC leadership. Ultimately, the forces of outbound 
tourism are governed by its flows, which are becoming increasingly governed by the 
individuals experiencing them, and hardly by the state. There are many new trends on the rise 
as a result of the upswing in Chinese international outbound tourism, and we can see that the 
majority of tourism destinations in the world are taking this growth seriously, as there are 
economic and political linkages that bring countries together. Whether this new form of 
international outbound tourism is a future platform of global politics is unlikely, since it is 
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mainly concerned with the leisure in goods and services, it still brings countries slightly closer 
to each other. 
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